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Premier Paramount -Publix Hour Tomorrow Night ! 
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FUTURE SCHOC 
LIMITED 


17 STAGE AND SCREEN twnar nave 
STARS TO BROADCAST || YourLannen | 
MAMMOTH PROGRAM) = avs 


Seventeen noted screen and stage artists, supplemented by two : 1. Columbus Day—October 12 
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BARRY LISTS SWEEPING 
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ANGES IN POLICY 


Before assuming his new duties as head of Publix personnel 
department, John F. Barry, who founded and developed the Publix 
School of Theatre Management, has outlined and obtained approval 
of sweeping changes concerning the school policy for the future. 
The school will be operated under the direction of Elmer J. Levine, 
assisted by Henri Schwartzberg, both alumni of the school, wher 
it re-opens October 14. 


NeW Sh 


orchestras, in one of the most diversified programs ever given to| } 2: Ha#llowe’en—October 31 
radio audiences, will mark the premier Paramount-Publix Hour to i 
be broadcast over the 53 station network of the Columbia Broad-| ¢ 4 72#nkssiving Day—Nov. 28 
casting Chain tomorrow night, Sept. 21, at 10 p. m., Eastern Day- 5. Christmas—December 25 | 
$ 


3. Armistice Day—Nov. 11 


light Saving Time. 6. New Year’s Day—Jan. 1 


This hour, the first of a regular 9 OOOO 09-2909 O20 00000 OO 
weekly series of nation-wide E X E ( U T | SES 
broadcasting, will be one of two - 


66 99 
striking radio programs to be pre- Paramount, 
sented by the Sen en CuOUKCes T () U R I S 

f P t u within 
Dae ase ae ate Ace House In 


ond will take place on aoe 5 , 
September 23rd at 7:30 .p.m. F T 
Bastern Daylight Saving Time and orty owns 
will usher in the sixth annual Na- . 

Puerco Seow in New York At least forty towns throughout 


eye : Because of sudden pressure of| the country have or will soon have |g ill report. on October 3 i 
On Saturday’s program are) awairs in New York, the tour of| their ace Publix theatre operating’ Bomlent, 22) Tere 14, Elmer g.| ‘the three months’ course of spe- 
seventeen artists including such b the h fi = “Paramount.” ‘ 5 cialized training, and will réturn 
we pup mabeke ote ube quome .oftice “exe-| under the name Para Levine, him-|to their old theatres, or to ne 
motion picture and stage favor-| cutive cabinet, headed by Mr. Katz| ‘The cities which now have one i. x ; ; new 
ites as Ruth Chatterton, Clive! 714 mr. Zukor, has been cancelled.| “Paramount” theatre are: Ander- self a gra ne ones, for training in front-house 
Brook, Charles Ruggles, Mr. and| 7; i, expected that it will be made | son Ind.; Atlanta, Ga.; Brooklyn, ate of the opsta tone office forms, accounting, 
Mrs. Jesse Crawford, Joe Penner,| ;, the spring. Meanwhile, division | Nn. Y.; Cedar Rapids, Iowa; Chi- school, who 4 s - exer ofr! che seneo Let 
Four Merrymakers, Nancy Carroll,| gi-ectors are leaving their New cago, Ill.; Colorado Springs, Colo.; has register- eave on available only, eg 
Charles “‘Buddy” Rogers, Fredric| york headquarters, and are mak-| Des Moines, Iowa; Los. Angeles, ed a migat| Outsiders and neweontcre Now 
March, Jack Oakie, Helen Kane) jng their regular inspection tours | Cal.; Marion, Ind.; Miami, Flori- outstanding) Wil he isvalleble foPubiag ene 
and Paul Ash. of their territories. da; Newport, R. I.; Newton, Mass.; success in eds Ble era ers perse) a 
David Mendoza, for a long time North Adams, Mass.; New York theatre man- on ent that w ae e e 
conductor of the New York Capitol City, N. Y.; Ogden, Utah;. Omaha, agement dur-| Promotions more rapid and cer- 


Under the new policy, the school 
will be limited to students re- 
cruited from the present ranks of 

‘| Publix employees. Men who are 


be for. three months insteag of 

six months, and the men will be 
| U) a paid their present salaries while 
attending, instead of paying tui- 
tion, as heretofore. Publix em- 
ployees who merit advancement, 
will be given the opportunity for 


The next class of students for 
the Publix School of Theatre Man- 


tain. . 
Theatre orchestra, has been sign- Nebr.; Provo, Utah,; Palm Beach, ing the last : 
ed as conductor and musical di- Fla.; Salt Lake City, Utah; three years, Shae eonats Ee ethene ; 
rector of the Paramount-Publix Springfield, Mass.; Toledo, Ohio; is to be the Dolicywatartinevoctobes re 5. 
radio orchestra. He will assume Waterloo, Iowa; and Youngstown, AGW SCHOO! Sac smiatcenstoal alla 
his new duties on the initial Ohio. SATECLOs months rather than six - 
broadcast tomorrow night. There are theatres to be called Prior to| months. 


E. J. Levine entering the 2. Training will be limited 
school five years ago. Mr. Levine exclusively. to technical in- 
had beenashowman theatre opera-| struction in sound — projec- 
tor and film distribution executive,| tion—advertising—stagecraft 


Following is the complete pro- Paramount now under construc- 
gram: 5 tion in the following’ cities, which 
Ruth Chatterton and Clive : will be in operation approximately 


Brook, noted stage and screen in the time indicated: 
stars, enacting: a dramatic scene] - The three things that mean daily Gardner, Mass., 7 mos.; Salem, The school taught him Publix pol- theatre and stage lighting— 
from Alfred Sutro’s play, “The| gollars at the box office, according | Mass., 6 mos.; Middletown, New icy and operation, and when he| music—program building. 

Laughing Lady,” under the direc-| t) Mr: Katz are proper booking| York, 7 mos.; Ft. Waren tnes graduated, his GRA Sey assign- 8. Training in theatre rou- 
tion of Victor Schertzinger. This) showmanship, proper management/ § mos.; Peekskill, New York,| 7 oot. were to take losing theatres| tine, such as theatre forms, 


Will be broadcast from the Para-| showmanship, and proper adver-| 6 mos.; Lynn, Mass., 9 mos.; Fos- Oubo? the «rodie SenIcnunetrorths theatre cleaning, front house 
mount Long Island Studio where @| tising and selling showmanship. | toria, Ohio, conte not Seaaere rightly accomplished. For ‘two (Continued on page 3) 
Screen version of the play is being Neglect of any one of these| Denver, Colo., mos.; ’lyears, he was assistant to Jack : - 


made, Charles Ruggles, musical three factors nullifies the other Wyoming, 12 gO Re Te 
romedy star, and now appearing two, and in operations where high| Ala., 6 ‘mos.; j 5 * 
will ; t-| 4 mos.; Plattsburg, N. Y., 12 mos.; 
Paramount productions, pressure in these three depar go eleutaby aN Tan meee 
entertain with songs and patter. | ments is constant and effective,| Nashv Oe ty TO ; 
Mr. and. Mrs. Jesse Crawford,| cuccess is customary. Syracuse, N.. Y., 


1 i les of the ; 
Paramount ‘Theatre ‘organs in New apn 


York City. Joe Penner, featured] 2 

in the: “Honeymoon Cruise,” Pub- TO ALL DEPARTMENT HEADS! 
lix stage show, playing at the In- 
diana Theatre, Indianapolis. An 
act by the “Four Merrymakers, 
from the Publix stage unit, ‘‘Par- 
isian Life,” playing at the Para- 
Mount Theatre in Omaha, Neb. 


Berry in managing the*school.. He 
was then made Special Assistant 
to Division Director ~ Louis EH. 
Schneider, where he again cover- 
ed himself with glory. In the 
middle of the last Management 
School term, Mr. Levine was as- 
signed to the school, and com- 
pleted the course in a most credit- 
able manner. He was made Di- 
rector of the School when John 
Barry took over the duties of Di- 
rector of the Personnel Depart- 
= ment. 


The management school now 
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..Unless every advertiser 
carries the name of the thea- 
_tre, complete theatre pro- 
gram, and playdate in his 
newspaper ads and devotes 
at least the top-third to 
same, as well as similar win- 
dow co-operation, PUBLIX 
THEATRES must NOT per- 


i 
mit a tieup that gives dis- 
has about 200 graduates scattered } play of Sega ae mer- 


We are now publishing PUBLIX OPINION every week 
jnstead of twice a month as heretofore. 


: licati i ds have become solidly a 

From the Paramount West 1e publication and its methods - - , 
Coast studio in Hollywood will nee Hie circuit, and has established its value to the Zthroughout the field of Publix GHandise inthe wheatee aa 
ee roeram dninonneed » Pe es eperalion, and every one of them the screen. 
ao eek apna On comnaay: ike ; 3 . hi BUDE x splendid account of (his goes for any kind of 
€Monies, Charles “Buddy” Rogers Thi value can be increased in proportion to your co mse é aero oily manera a tieup, but particularly for 
and Nancy Carroll will sing sonss 1S Be deen, basis that co-operation must be te Bra Gates and at least half a tlie) theatasradléetionnence 
tom the picture, Sweetie,” fol- operation. es adozen district managers. scribed in PUBLIX OPIN- 
Swed by special numbers by systematic. The plan for the new class pro- TOW ca eect eed 
Helen Kane, accompanied by the ) vides that it shall be made up of- Some of the “tieups" . 


o it, therefore, that copies of memos, infor- 
s concerning the activities of your depart- 

forwarded to Mr. Serkowich promptly each week, 
spare entire circuit may avail itself of al Pe te | fhose past ora inalcaies tet| | tkig "whieh of couse 
eastructive matter and other benefits contain [ the’ additional intense training 
1 


manship and showmanship, 
_ SAM KATZ. ‘commissions... PUBLIX OPINION pede CS 
cation. =fwill print the list of those selected 


=when the schoo] opens. c 
LAAs 10=:0-0~0"0=0=0=0-O-d=0-O-O-O=On0 


men now in the employ of the 
company. These are now being 
=Sselected from the ranks of men 
whose past record indicates that 


Please see t 
mation and new 


were 100% for the benefit of 
the merchant and the news- 
paper, and NOTHING for the 
theatre, which of course is 


aramount novelty orchestra. 
Nder the direction of Nathaniel 
inston, the Paramount recording 
tachestra will play “A Faust Fan- 
§y,”” 


The concluding number will be 
broadcast from New York when 2 
‘ombined orchestra of 36 pieces 
Plays under the direction of Paul 


(Continued on page 3) 
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already familiar with the com- 

pany, its personnel, and policies, | 

will be inducted. The course will 
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PUBLIX HIGH|! spREAD THIS AROUND! 


PRESSURE 
"SELLING 


In order to put necessary ener- 
getic sales pressure into every dis- 
trict and division in Publix, an- 
nouncement has been made by Mr. 
Katz that as rapidly as the proper 
men of specialized selling attain- 
ment, can be obtained, one will be 
assigned to each Division Director 
in the Home Office and another 
to each Division Manager in the 
field. These will in turn have as- 
sociates in every city, to rapidly 
follow thru to successful conclu- 
sion, on every available idea and 
policy that has to do with. ticket 
selling 

These men are being recruited 
where possible from the ranks of 
Publix, and also from soutside 
sources, notably editorial rooms 
of newspapers. A. M! Botsford, 
Director of Advertising and Pub- 
licity is in charge of the plan, 
working in conjunction with Lem 
Stewart, David J. Chatkin, and 
Jack Barry. 

It is expeoted that this lineup 
will be effective within the next 
few weeks, which will enable 
every theatre manager to instantly 
have all needed and complete in- 
formation, campaigns, for every 
program, together with.expert pub- 
licity and selling assistance right 
on his home ground where it can 
be adapted to local conditions. 


Linen Concern 
to Help Plug 
‘The Virginian’ 


In connection with the showing 
of ‘‘The Virginian,’ the wise the- 
atre manager will not overlook 
the bet afforded by the national 
tie-up effected by Paramount with 
the Gribbon Company, Inc., 350 


Broadway, New York City, makers |- 


of fine linen damask tablecloths 
and napkin sets, who have named 
their latest creation in this line 
“The Virginian.” 

The linen company is preparing 
special counter and window dis- 
plays, newspaper mats, suggested 
tie-up ads and a booklet.of exploi- 
tation stunts to assist their deal- 
ers in co-operating with theatres. 
The linen concern will award three 
beautiful prizes to the dealers cre- 
ating the best: window displays in 
the tie-up with this picture. 

See Paramount’s Press Sheet 
and Publix Manual for explana- 
tion suggestions. All requests for 
additional information, .advertis- 
ing material, etc., should be ad- 
dressed to Bert Elfenbein,- Adver- 
tising Manager of the Gribbon 
Conrpany 


PARADE PLUGS 
PARAMOUNT 
MONTH 


Following the tip of PUBLIX 
OPINION, Manager Harvey Ar- 
lington, of the Publix Rivoli Thea- 
tre, Muncie, Ind., ushered, in Para- 
mount Month with a parade that 
had the whole town agog about 
the coming event. 

Led by a squad of motorcycle 
police and a band, the procession 
included over 300 Boy Scouts, a 
fleet of Yellow Cabs, and bannered 
trucks, ete. The Boy Scouts bore 
placards announcing the beginning 
of Faramount Month at the Rivy- 
oli and giving the attraction and 
play dates. 
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OPINION. 

Read it carefully! 
editor and your local critics. 
you in a number of ways. 


world. 


prints a newspaper. 


cast this credo sufficiently. 


This simple credo of a great New York critic on a distin- 
guished metropolitan daily is one of the most concise, sympa- 
thetic and inclusive expositions of the critic’s approach to the 
motion picture that has come to the attention of PUBLIX 


Be sure and take it to your newspaper 
Get it printed. 
It will let the public know the high 
level which the motion picture has reached in the affairs of the 
It will make newspaper editors more receptive to your 
news stories about coming pictures. 
critics to consider the movies more favorably. 

Unconsciously, whether they wish it .or not, newspaper wri- 
ters on the motion picture all over the country follow the mode] 
set by the great metropolitan critics. 
New York to wise-crack and be supercilious about the movies,’ 
that spirit will be reflected in every backwoods hamlet that 
The reverent attitude assumed by this 
great New York critic with regards to the movies cannot help 
but have its beneficial effect upon your local. critic if you broad- 


It will benefit 


It will influence local 


If -it is fashionable in 


JICREDO of a Critic 


Entering a New Field 


by Pierre de Rohan 


(N.¥.- MORNING 
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Il BELIEVE ‘in motion pictures, especially talking pictures. 


I am convinced that this new ari iorm, now groping its: way out of 
{he maze of mechanical.and technical impediments which surrounded its 
Lirth, is the most plastic and practical method: of story-telling and 
play presentation in the history of the world. - 

I believe that its influence on civilization will be as great as that 
of churches, schools, libraries or art galleries. 

I believe that through the medium of the screen, knowledge is 
being spread to the ignorant, beauty is being brought to the unfeel- 


ing, and sound principles are beiny¢ 


inculcated in the minds of those who 
need more definite moraf standards. 

I believe that-a majority of the 
men and women engaged in making 
motion pictures are intelligent and 
artistic, and that a majority of the 
pictures they produce are worth 


| while. é 


Of course, no one can deny that 
an occasional stupid film comes out 
of the studios and startles us by its 
triteness or lack of good taste. 

But I refuse to judge gn art by 
its daubs, an industry by its waste 
products. 

\/ 


FoR each person who wit- 
nesses a sports event of any sort 
in the United States, 170 go to the 


movies. For each person whio at- 
tends a religious service of any sort, 
153 go to the movies. For each 
person who sees a Stage play, 914 
go to the movies. 

No other single interest—war, re- 
jigion, politics, education, or any- 
thing else—ever attracted such uni- 
versal attention in the entire history 
of. mankind. 

] believe, then, that these millions 
who prove their interest in motion 
pictures by paying the price of ad- 
mission at thousands of box-offices 
every day of the year, also are in- 
terested in motion picture news— 
Providing, of course; that it really 
is news and not merely pretty fic- 
tion invented for the sake of pub- 
licity. 

And just as I believe that the 
public is entitled to more and truer 
news of the movies, I also believe 
that it is entitled to motion picture 
criticism of the same _ intellectual 
Standard as it gets in drama, music 
and literary reviews. 

I believe that any film in. which 
a producer has invested thousands 
of dollars, and in which an author, 
a director, dozens of actors and 
scores of technicians have put the 
cumulative product of their skill, 
knowledge and experience, is im- 
portant enough to receive serious 
critical attention. No matter how 
far it falls short of the mark sect for 
it, it deserves more than to be de- 
rided scornfully by some one who, 


like Whistler’s cow, doesn’t know 
much about art, but Knows what 
he or she likes. I believe every pic- 
ture is entitled to studied, earnest, 
interested criticism—or none at all. 

I do not believe that I—or any 
other critic—have the right to pass 
judgment on a motion picture un- 
less I know motion pictures and am 
intensely interested in them, and 
can explain with some degree ot 
clarity and authority what my 
knowledge and interest indicate to 
be the picture’s good and bad 
points. 

I do not believe that puns, wise- 
cracks and pretty, stinging phrases 
constitute good criticism, from the 
standpoint of the reader looking for 
information. ; 

In short, f believe that newspaper 
readers are entitled to accurate, in- 
teresting and complete motion pic- 
ture news, and to honest, informca 
criticism. 

And I believe that readers of Thz 
Morning Telegraph will get both 
hereafter in so far as | am able te 
give it to them. 

v 


JFURTHERMORE, as you may 
have begun to suspect by, now, I be- 
lieve in the use of the capital “I.” 
The opinions expressed in this col- 


umn are my own, not mine and the 
press agent's or mine and those of 
a friend in the business. | hope that 
in most cases they will be mine and 
yours, that our views and beliefs wii 
coincide. But even that is {oo much 
to expect. all the time. The best I 
can promise is to keep your interests 
uppermost in my daily rounds as in- 
termediary between. you and tie 
movie world. I shall see every new 
Picture as soon as it is released and 
report on it here without fear, 
prejudice or dissembling. When i 
am wrong, as doubtless shall be all 
too often, you may be sure that 
mine is an error of judgment, not of 
bias or contempt for my subject. | 
like motion pictutes and hope to 
make you like them better by keep- 
ing you better informed concerning 
em. 
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PEP CLUB FORMED | 


IN CHATTANOOGA 


About two months ago, the em- 
ployeeg of the Publix Tivoli Thea- 
tre, Chattanooga, Tenn., under the 
guidance of District Manager J. A. 
Koerpel and managers F. F. Smith, 
Tivoli; Paul Short, Rialto; J. L. 
Cartwright, State and Ed Shauf, 
Bonita, formed a social club and 
named it Publix Pep Club. 

At meetings of the club, various 
operations of Publix theatres 
throughout the country are dis- 


cussed by departmental heads. 
Projectionists lecture on sound 
and the use of the various signals 
that control volume. This is espe- 
cially beneficial to the service de- 
partmient, as it enables its mem- 
bers to come in closer contact with 
the actual problems that confront 
the projectionist. Inasmuch as all 
ushers are potential managers, this 
contact aids them immeasurably 
in acquiring the fundamentals of 
theatre management. The various 
managers give inspirational talks 
concerning the many phases of 
theatre operation, 


DON’T HINDER 
SALES EFFORT 
SAYS FEUD 


“Do not interfere with the work 
of publicity and advertising men,” 
Milton H, Feld, Divisional Director 
of Theatre Management, told the 
managers of Publix New York 
theatres at a recent meeting held 
at the Home Office. 

“The publicity man attached to 
your theatre,’ declared Mr. Feld, 
“has a definite task to perform for 
which he has special qualifica- 
tions. He should be allowed com- 
plete leeway in the performance of 
that task. The greatest mistake 
that any manager can make is to 
so hinder and harass him as to 
nullify his efforts, or enthusiasm. 

“By this, I do not mean that the 
manager should refrain from in- 
teresting himself in the advertis- 
ing of his theatre. Quite the con- 
trary. The theatre manager is 
solely responsible for the success 
of his operation and it would be 
suicidal for him to ignore so vital 
a phase of that operation as ad- 
vertising has come to be in recent 
years. He should be constantly 
alert to the exploitation possibil- 
ities of his attractions, closely 
watch the manner in which his 
merchandise is presented to the 
public, make suggestions, submit 
any ideas he may have on the sub- 
ject and cooperate in every way 
with his publicity man. But he 
should cooperate in such a way 
that he does not hinder the ad- 
vertising man at every step of a 
project, thus making a constant 
stumbling block of himself in- 
stead’ of a help. 

“In other words, let the pub- 
licity man work; unmolested. If, 
after he has had the opportunity. 
to completely execute his project, 
freed from your hindrance, yet 
benefitting by your help, you are 
dissatisfied with it—then is the 
time for you to holler!” 


THIS COPY WILL 
SELL TICKETS 
FOR YOU! 


Here’s a copy-box that only 
needs the addition in small type, 
of your morning and matinee 
prices, and “come before 6 p. m. 
to see full program at bargain 
prices.” 

If you carry it frequently and 
conspicuously in your large dis- 
play ads, and on lobby posters and 
trailers, you’ll find that it’s a 
mighty powerful stimulant to your 
box office during the hours when 
you have plenty of empty seats. 

You’ll find that ‘“‘saving half the 
fun-budget’’ will become a smart 


catchline and one. that will be fol- 
lowed. 


“It’s Smart To Be Thrifty—That’s Why 
| Our Bargain Shows are always well at- 
tended by your neighbors!” 


“SAVE HALF. YOUR 

FUN-BUDGET AND GET 

CHOICE SEATS WITH- 
OUT WAITING!! 
Attend Morning And 
Matinee Bargain-in- 
Price Shows! 


Avoid The Crowds At Peak- 


hour Performances! 


KAYES PROMOTED 


“QUT LA 
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A suggestion has been ~ 
made that the Editor of 
PUBLIX OPINION print a 
list of Home Office execu. 
tives and the various depart- 
ments which they head so 
that the men in the field 
might Know whom to ad. 
dress on any business, out- 
side of the regular routine, 
which might come up from 
time to time. 

To which the Editor, al- 
though appreciating the 
helpful spirit in which the 
suggestion was offered, an- 
swers loudly, clearly and un- 
hesitafingly—NO! 

The only practical way to 
insure orderly “service and 
avoid wasting the valuable 
time of busy Home Office 
executives, is to refer the 
matter to one’s immediate 
senior and let him relay it 
to the proper authorities, 
Tnus, the thestre manager 
will refer the mutter to the 
City Manager; the City Man. 
ager to the District Man- 
ager; the District Manager 
to the Division Manager; 
the Division Manager to the 
Division Director and so on 
to Messrs. Katz, Dembow, 


NACA LO 


Chatkin, Botsford or any 

other Home Office executive = 

involved. . = 
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WHEREIN BUDDY 


ROGERS SAID 
A SOREENFUL 


The importance of constant 
vigilance on’sound equipment is 
humorously emphasized by an in- 
cident in a theatre playing “The 
River of Romance.’ Paul Rai- 
bourn, Assistant to President 
Katz, reports it. “Suddenly tha 
film went silent,’’ says Mr. Rai- 
bourn. ‘‘There was a silence for 
about a minute, with all the ac- 
tors mysteriously working their 
jaws. Then the sound came on 
again, and the first words uttered 
were by Buddy Rogers, who spoke 
his line, ‘My Goodness, this never 
happened to me before!’ Of coure 
the audience howled in glee.” 


GEORGIA SENATE 
THANKS PUBLIX 
THEATRES 


District Manager 


taining considerable institutional 
publicity for Publix Theatres when 
the Georgia Senate unanimously. 
passed a resolution thanking Pub- 
lix Theatres for courtesies extend- 
ed during the session. It reads: 
“BE IT RESOLVED. by the 
Senate of Georgia, that our sin- 
cere thanks are hereby express+ 
ed to the Publix Theatres Cor- 


poration for courtesies extended 


during our session. 
Entertainment 


and educational. 
Personal courtesies of Mr. 


Willard G. Patterson, District 


Manager and the local managers 
of these theatres extended to 
members of the Senate have 
served to make our visits to 


Atlanta more pleasant, and are 


deeply appreciated.” 
Street Car Tickets ; 
Publicize ‘Cocoanuts 


A tie-up with the Public Service 
Company was effected by Bugeneé 


On September 9th Mr. Harold|W. Street, manager of the Publix 


F, Kayes was transferred from 
the Bijou and Park Theatres, Ban- 
gor, Maine to the Strand Theatre, 
Rockland, Maine. Mr. Kayes will 
also be the city manager of Rock- 
land, Maine in addition to his dut- 
les as Manager of the Strand. 

Mr. J. ‘Dondis, formerly mana- 
ser of the Strand, Rockland, has 
resigned from active Management. 


Carolina Theatre in Greensboro, 
N. C., in publicising ‘‘Cocoanuts, 

whereby he had every conductor 
on every line, distribute numbere 

tickets to car passengers. Lucky 
numbers were posted in the lobby 
which kept a steady stream ° 

people in the front of the theatre. 
Banners were posted on both sides 
of all cars and buses. 


TM CU 


EO ree 


Willard G. 
Patterson was instrumental in ob- 


presented at 
these theatres has been of the 
highest type, clean wholesome 


—_—- 


<< 
yEMIER RADIO 


HOUR AT TEN 
TONIGHT 


(Continued from page 1) 
a ace master of ceremonies of 
2 Br 


ooklyn Paramount. 
+ the opening of the National 
dio Show the following pro- 
jg announced: Paul Ash, 
her of ceremonies; Paul Small, 
ng ballads, and Irene Taylor, 
ing special blue numbers, 
- will be followed by Nino 
rtiDl, famed Italian Opera tenor 
soon is to appear in Para~- 
unt productions. George Dewey 
“shington, baritone, and Kuz- 
goff and Nicolona, .gypsy Act, 
il complete the program. 
another group of famous motion 
eture and stage stars, together 
jth popular radio entertainers, 
jj] make up the program of the 


nd weekly Paramount-Publix |, 


ur which will be broadcast next 
sturday evening. (September 28) 
tthe same hour. 
Such names as Gary Cooper, 
jllian Roth, Hal Skelly, Victor 
ertzinger, David 
anette MacDonald, Art Frank, 
@ and Morton Beck and two 
~ramount orchestras will provide 
he entertainment. From New 
ork City to Hollywood, to Den- 
er, to Chicago and back to New 
ork will be the routine of sta- 
on-control. ; 
After the opening at the New 
ork studios of the Columbia 
roadcasting System where the 
yerture will be conducted by 
avid Mendoza, the program will 
e transferred to the Uptown 
heatre, Chicago, where Art 
yank, of the Publix stage unit, 
Rah, Rah, Rah,’’ will be heard in 
mgs and patter. Then the micro- 
hone will be opened in Denver, 
olorado, where Hd and Morton 
eck, appearing in that city with 
he Publix stage unit ‘‘Seashore 
ollies,’ will entertain the radio 
udience, 
From Denver, listeners will be 
arried to the Paramount West 
ast Studios in Hollywood where 
program consisting of famous 
lage and screen stars has been 


ranged. Gary Cooper, handsome] 


lar who has just completed the 
ile role in “The Virginian’’ will 
tt as master- of ceremonies and 
ill introduce as the first portion 
{ the program the Paramount 
ford orchestra under the direc- 
ln of Nathaniel Finston, follow- 

by Jeanette MacDonald,. popu- 
Musical comedy star, who 1s 
*on to be seen and heard on the 
een in “The Love Parade,” di- 


Mendoza, |. 


ee 


To Promot 


€ acquaintance, 


te phot 


ELLIS BRODIE 


A manager who } 
? : ho has had a varie 
business career is Ellis Becals 
He was born 
Wiccan 4 Boston, 
H Mass., August 
| | 23, 1888. He 
i 
| 
j 


attended the 
public schools 
of that city 
and upon his 
ae : ; Braduation in 

j ; June, 1902 
} entered the 
i Wholesale 
} 


shoe business 
in Boston 
where he re- 
mained four 
years. Rea- 
lizing that 
the retail 
shoe business 
in New York 
afforded him 


Ellis Brodie 
a wider. field, Brodie left Boston 
and secured.a position with Saks 
& Co. in Ney York. Seven years 
later saw him as the assistant 
buyer of the shoe dept. of Saks. 
He then returned to Boston in 


the same capacity 
~ Filene & Sons. 


Brodie in 1915, became dis- 
Satisfied with the shoe business, 
resigned and entered the theatri- 
cal field as a private theatre 
owner in Lawrence, Mass., for 
seven years. In 1922, he sold his 
theatre and entered the real es- 


tate game. He remained in this 


with Win. 


March 26, 1928 Brodie. as mana- 
ger, opened the new Palace Thea- 
tree in Haverhill, Mass., and is 
still assigned to this theatre. 


‘A. W. BAKER 


Another student of the Manager's 
Training School who is progres- 
sing in the 
managerial 
field is A. W. 
Baker, a 
graduate of 
the third ses- 
sion of the 
school. 
Upon the 
completion of 
Baker's train- 
ing, in May 
1927, he was 
assigned to 
the .Uptown 
Theatre in 
Chicago, a8 
7 assistant to 
~YFi Manager 
ram Miles Con- 
cannon. In 
March of the 


ae 
y ‘ 


_ as 


Ss 


[eS 


year, he was 

A.’ W. Baker assigned to 
his present position as manager 
of the de luxe Denver Theatre in 
Denver. 


“The Laughing Lady,” starring 
Jeanne Eagels, will play a medley 
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business for about six years. On. 


following 


of his own compositions on the 


‘led by Ernst Lubitsch and star-| violin, accompanied by a ‘special 


ing Maurice Chevalier. 
Then Hal Skelly, stage star, 


ltture “The Dance of Life,’’ will 
heard in a skit written espe- 
Ally for him. Accompanied by 
rf Paramount novelty orchestra, 
lian Roth, former 


‘yer and now a Paramount fea- 


€ 
‘odies from ‘“‘The Love Parade” 
Which she is to appear.’ 
m 0m Hollywood, the control 
be switched, back to the Para- 
Ietoy Long Island studio. Here 
rt Schertzinger, director of 2 
Coming Paramount release, 


Manager H..L,. Davidson of the. 


Ziegfeld|to the Bijou ‘Theatre, 
September 9th 


player, will sing tuneful} absence. Mr. 
manage this house. 


f 
. John Howard as manager (0) 
one Strand and Palace Theatres, 


Gedar Rapids. 


EYE-CATCHING DISPLAY 
“eee 


Publix Colum 


Bar Ta., used this effective means to acquaint 


Skelly, star of “I'he Dance of Life.” 


Fee |x 


orchestra. ‘Schertzinger will play 
“Marcheta,” ‘Just An Old Love 
ho Tecently made a tremendouS| Song,” and the hit song from “The 
it in the Paramount all-talking| Love Parade,” all of which were 
written by him. 


RUSSELL RETURNS 
Mr. C. J. Russell, Sr., returned 
Bangor, 
a leave. of 
now 


after 
Russell will 


ee 
MANAGES TWO THEATRES . 
Mr . Everett Foster replaced 


bia Theatre, Daven- 
his audiences with 


Ld al fd Pee 1 
yi che y hea C j 
: 5 “le bi & . ié ‘ 
( | \ jets , ees 
Fay | aga tha | 
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seiehin Les sssiztigi lars saniesavels psie:snec sci atb ist BESbe ba oF Ih oRiO DATES RST TR a Rn 


i s respect r 
en lix, these one-minute biostanitcie Tea understanding of the splendid individuals who comprise 
€ portrayed. We want tI are offered. They’re not printed as vanity ticklers for the showmen 


o and biography of everyone in Publix. 


LESTER A DAVIS 


Lester A. Davis, present man 
r ‘ age 
of the Magnet Theatre in Bare 
Vermont. was 


—-——_--- manager of 
if ; the Field's 
| / Corner jn 


Dorchester, 
Maszs., for ap- 
: ‘|| proximately 
“Li ‘| three 


i ~ ‘} company to 
| ads | take care of 
{ ‘| personal in- 
v terests, Davis 
‘ returned to 
| the orgamniza- 
j tion during 
' the winter of 
1929, at 
which time 
he was ap- 
pointed to ‘his 
present post. 


JAMES L. CARTWRIGHT 


James L. Cartwright, preserit 
manager of the State Theatre; 
Chattanooga, 
Tenn. en- 
| tered the the- 
» | atrical busi- 
1a , | ness in 1917, 
lia . ; while still at- 
| } tendin 
| , Bchool. He af- 
} ' fillated him- 
} ' self with the 
| 


Lester A. Davis 


ignal 

Amusement 

Company and 

later was em- 
| , ployed by the 

Tennessee 

j Enterprises of 

| Chattanooga. 
| | Starting as 

| jan usher, 

} | Cartwright 
cen enna won ee a aes 

ractica 

J. L. Cartwright every hanes 
in Chattanooga. 

He was promoted to assistant 
manager of the Bijou in Chatta- 
nooga in February, 1923 where a 
policy of vaudeville, dramatic 
stock and road shows prevailed. 
In April 1924, Cartwright was as- 
signed to manage the Rialto, in 
the same city, a first run motion 
picture house. He was trans- 
ferred to Jackson, Tenn,, August 
1925 as City Manager and re- 
mained there until April 1927 
when he was transferred to Ma- 
con, Ga.. as City Manager.” In 
March of the following year, 
Cartwright was made City Man- 
ager of Greenville, S. C., but was 
re-assigned to Jackson,, Tenn. a 
few months later. The new State 
Theatre opened in Chattanooga 
and Cartwright was transferred 
there. For a short while he was 
assigned to the Florida Theatre 


in St. Petersburg, later returning] later was 


to his present post. 


“Taming Of The 


Shrew” Is Sure 


Money-Getter 


Bill Wright, of the Paramount 
West Coast Studio Department of 
Advertising and Publicity, reports 
at a pre- 
“The 
Taming of The 
Shrew” with Ma- 
ry Pickford and 
Douglas Fair- 
the au- 
took to 
the picture like 
a duck to water. 

Contrary to pop- 
ular expectation, 
it is wild, broad slapstick comedy 


that, 
view of 


Yowll prob- 
ably play 
this picture. 


Start think- 

ing about 

selling it 
NoW! 


banks, 
dience 


ee _ nee 


and the audience just ate it up. 


They loved Mary's dramatic fury 


as the Shrew and Fairbank’s over 


powering dynamic action as Pe- 


truchio. There is not one serious 
moment in the picture, and it is 
played for broad comedy through- 
out with no attempt at serious ro- 
mance at all, The sets are: big, 
lavish and patiently authentic as 
to period. 

It is the convinced opinion of 
all on the West Coast that ‘The 
r e of The Shrew” will un- 


Taming ; 
questionably be a tremendous box- 


office picture. 


C. J. RUSSELL, Jr. 


Cornelius J. Russell, Jr. has been 
connected with theatres . since 
1918, when 
he started as 
{ usher in the 
Empire The- 
atre in Lew- 
iston, Me. In 
1922. Russell 
was ticket 
taker and 
billposter at 
the Priscilla 
Theatre in 
the 
town. He 
managed this 
theatre for 
four months 
and then en- 
tered into the 
7 office of the 
. 8 Maine & New 
Hampshire 
i Theatres 
4 o ompany 
earning _the 
Cc. J. Russell, Jr. fundamentals 
and practical side of theatre ope- 
ation. During ‘the summer of 
1924, he was ticket taker at the 
Opera House in Bangor, Me. One 
year later, Russell was appointed 
manager of the Graphic, also in 
Bangor. He remained at this 
theatre for a year and was then 
transferred to manage the Colo- 
nial in Belfast, Me. His present 
position is that of manager for 
the Opera House in Bangor. * 


HOMER SKILLION 


After graduating from the Por- 
tageville High School, Portage- 


[aol ae 
iF 
l 
i 


i) 
} 
i 
} 
} 
i 
| 


1 


“4 


‘Guameanapintiaamescmr 


| 
) 
} 


ville, Mo., 
Nae es : _ Homer. Skil- 
lion, present 


manager. of 
the Publix In- 
Thea- 
tre, Joined 
the Navy for 


diana 


a-short pe- . 


| riod. 

‘ He traveled 
bo . . ‘ with the R. J. 
‘ a Reynolds To- 
bacco Co. for 
over a year 
| nd, after 

| 


Theatre, St 
Homer Skillfon TeouisaieeTune 
1927. From usher he was gradu- 
ally promoted to Chief of Service. 

On March 18, 1928, he went to 
Indianapolis to take over the du- 
ties of Chief of Service at the 
Indiana theatre. From Assistant 
manager of the Indiana he be- 
came house manager of the Cir- 
cle theatre and three months 
promoted. to house 
manager of the Indiana ‘theatre. 


PUBLIX OWNS GIRL TROUPES 


Publix is establishing its own 
chorus department for the coach- 
ing of lines for one out of every 
four Publix units. Fred Cowitich 
is in charge. 

Dave Gould, Dorothy Berke and 
Allan Foster Girls, independently 
trained and staged, will alternate 
with Publix’ own troupes, the 
other three units out of four. 
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LIMIT SCHOOL 
GLASSES TO 
EWPLOYES 


(Continued from page 1) 

operation, etc., will not be 
given at the Managers’ School. 
4. Men brought to New York 
for training at the Managers’ 
School will have had previous 
theatre experience so that 
they will be familiar at least 
with routine theatre work out- 
lined aboye. Consequently, 
the policy of admitting men 
to training at the Managers’ 
School who have had no pre- 
vious theatre experience will 
be discontinued. 
5. Managers and Assistant 
Managers who need the tech- 
nical training outlined above 
will be brought to New York 
and carried on the home office 
payroll at the salary they are 
receiving at the time of their 
selection for training. 
6. Temporary replacement 
for such men will be made 
either by stepping up men at 
the respective theatres, or by 
sending for the replacement 
an applicant who comes to us 
sufficiently qualified to be in- 
troduced to the work of the 
position for which replace- 
ment is made. 

In a communication addressed 
to the Home Office executive ca- 
binet, and to Division and District 
managers, Mr. Barry asks for im- 
mediate co-operation. 

“Will you kindly survey the 
man-power in your division.to sug- 


gest those men who can be brought . 


to New York for the session start- 
ing October 14th. It is evident 
that the only men worthy of con- 
sideration for the special train- 
ing to be given in New York are 
those men whose records with the 
company and whose natural quali- 
fications justify the expense en- 
tailed. 

“Because plans for replacements 
‘must be made, we should like to 
know as soon as possible the men 
you recommend for training at 
the next session of the Managers’ 
Sebool.”’ 


TRAILER SELLS ’EM! 


So much keen interest is being 
evinced in the advance trailer for 
the Moran and Mack picture that 
Division Director John Friedl in 
Florida, has suggested that ma- 
tinee prices be raised for this at- 
traction. 


TWIN BEDS GIVEN AWAY 


Manager Marc J. Wolf sold a 
furniture company the idea of giv- 
ing away twin beds for the public- 
ity involved. This in connection 
with the advertising of ‘‘Twin 
Beds,” playing at the Publix Pal- 
ace Theatre, Gary, Ind. 

Each admission ticket contain- 
ed a number and the person hold- 
ing the lucky number won one of 
the beds. 
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CATALOGUE OF PUBLIX RECORDS 

SERIES FOUR : : 

Herb Hayman, Musle Sales Dept. 3 

Paramount Building, N. Y. CG 3 

— : 

Record No. Titles Artists Type F 

1044P AIN'T MISBEHAVIN’ Sammy Fain Vocal 2 

(from Connie’s Hot Chocolates) 2 

MISS YOU Ted Smith & Vocal FA 

blix Ten : z 

1045 P I'M IN SEVENTH HEAVEN Paramounteers Dance-Voc. Accp. E 

(from Say It With Songs) E 

LOVABLE AND SWEET Paramounteers Dance-Voc. Accp. 3 

(from Street Girl) 2 

1046 P SHOO SHOO BOOGIE BOO Paramounteers Dance-Voc. Accp. 3 

(from Why Bring That Up?) = 
WHEN I'M IN LOVE Paramounteers Dance-Voc. Accp. 

(from Why Bring That Up?) : 

1047 P PAINTING THB CLOUDS Paramounteers Dance-Voc. Accp. 3 

SUNSHINE 3 

(from Goldiggers of Broadway) g 

TIPTOE THRU THE TULIPS q 

WITH ME Paramounteers Dance-Voc, Acep. 4 

(from Goldiggers of Broadway) = 

THE ABOVE RECORDS ARE NOW AVAILABLE AT YOUR WAREHOUSE. FI 

PLEASE MAKE IT A POINT TO REQUISITION SAME, = 

itn nol el crane ime eins oebinedtonNipeanieieertacaaeaelaleiiainaaa 
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CLIP - SHEETS 
POWERFUL 
SERVICE 


Nearly every city in Publix 
maintains a weekly mimeograph- 
ed “news-letter’’ service to su- 
burban and weekly and college 
newspapers. These publications, 
in return for press-courtesy ad- 
missions which are sent upon re- 
ceipt of marked copy containing 
the stories sent out, invariably 
publish the ‘‘clip-sheet’” stories 
intact. 

In Chicago, the “clip-sheet’’ 
maintained for about 30 theatres, 


covers a list of publications num-} 


bering nearly 300. The theatres 
thus get representation before a 
total circulation of nearly 500,- 
000, at no cost- except two single 
trip passes for each publication, 
every week. 

Detroit has a clip-sheet list of 
publications numbering 
200 publications. St. Louis has 
150. Buffalo has 70, Omaha has 
100, Toledo has 100, and smaller 
cities all have lists of publications 
that have. been contacted: person- 
ally on a pass-for-item basis that 
offers complete free coverage for 
the theatre trading zone. 

The clip-sheet idea is’ a brain 
child of William K. Hollander of 
Chicago, and has been effectively 
operated for many years in the 
Publix-Chicago circuit in the days 
when it was known as the Bal- 
aban & Katz circuit. 


DOOB SUGGESTS| 


MANUAL FOR 
STOCK STUNTS 


Oscar Doob, of Detroit, offers 
the very .good suggestion that 
manuals on the following seven 
newspaper promotion phases, 
might be helpful to the entire 
circuit: é 

Classified Ad Tieups. 

Theatre openings. 

Sport tieup features, 

Ad promotion tieups, 

Theatre and Newspaper Anni- 

versnries. 7 

Fashion features. 

Circulation tieup features, 4 

All of these are phases in which 


newspapers are vitally interested, 
and these tieups, effectively made, 
bring sure-fire, ticket selling pub- 
licity. 

There have been hundreds of 
stunts pulled on each of these 
seven angles. Some have been 
published in PUBLIX OPINION 
and others in manuals. Mr. Doobs 
idea is that a collection be made 
from all over the circuit and com- 
piled into a manual covering each 
topic. These manuals, in turn 
would be distributed to each thea- 
tre, so that a complete collection 
on each angle could be available 
any time a merchandiser com- 
menced to grope for a sure-fire 
stunt. The value of the stunts 
would be that as fac-simile copies, 
with explanations, they would 
have already demonstrated their 
sure-fire merit. 

So if you'll just collect yours, 
and wrap ’em up in seperate bun- 
dles, each one marked, and for- 
ward them to PUBLIX OPINION, 
we'll be glad to turn the collection 


over to Lem Stewart, whose de- 


partment produces the manuals. 


NEW SYRACUSE THEATRE 


The Temple Theatre, Syracuse 
‘which Publix takes over Septem- 
ber 21st, will be under Mr. Field’s 
supervision with Mr. C. C. Perry 


as District Manager. 


GOSS MANAGES BANGOR 


On September 9th Mr. Eugene 
F. Goss assumed the management 
Theatre, Bangor, 


of the Park 
Me. 


> 
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GREENE’S GET INVITES 


Persons named Greene in Hay- 
erhill, Mass., were invited by 
Manager Ellis Brodie to attend 
the showing of ‘‘The Greene Mur- 
der Case’’ at the Publix Palace. 
Brodie mailed separate invitations 
to the Greene families of his town, 
warning them of the imminent 
fate of their New York ‘“‘cousins.’’ 
Much publicity was obtained in 
the local papers because of this 
stunt. 


GRAPEWIN'S NEW POST 


Charley Grapewin, for many 
years a star and writer for the 
stage, will occupy the important 
post for Christie Talking Plays of 
adaptor and dialoguer of talking 
pictures which are being filmed 
for Paramount’s current short 
feature program. 

Grapewin will fill the post left 
who 


fred A. Cohn, has joined 


JUST LOOK ¥ 


SELLING FUTURES! 


This is one of the ways Monty Salmon used Publix Opinion’s sugges: 
tion on selling future Paramount Pictures. He used up a “product 
book” and says it drew constant crowds. You can get colored insert 
pages from trade magazines for same purpose. 


— 


TEASER ADS AID 
IN SELLING 
DRUMMOND 


Manager George Baker of the 
Publix Melba Theatre in- Dallas, 
Texas, inserted teaser classified 
ads, five days prior to the show- 
ing of Bulldog Drummond, thru- 
out the want ad sections of four 
local papers reading something 
like this: ‘‘Are you in danger, 
Do you seek the aid of a daring 
adventurer, willing to go the lim- 
it? For personal ‘interview, see 
“Bulldog Drummond at the Pub- 
lix Melba Theatre, starting . Fri- 
day.’’’ Another ad read: “Ex 
army officer seeks adventure, dan- 
ger. Willing to go. the limit. If 
interested, see Bulldog Drummond 


jat the Publix Melba.” 


Many inquiries were received 
and some even went as far as to 


vacant by the resignation of Al-‘ 


call at the theatre and demand 


;that they be given an appointment 
Warner Brothers’ production staff. | with Drummond. 


AID THE TRAINING OF NEWCOMERS TO PUBLIX!! 


Let them read the back files of PUBLIX OPINION. It’s the official source of information about policies, ideals, traditions, and 
history of the company. SAVE YOUR COPIES! Don’t cut ’em! : 


ARE YOU GOING! AIR FLIGHT A 


TO SEND US 
AN AD? 


A few of the more recent edi- 
tions. of seventy-five cent motion 
picture books are: ‘The Vir- 
ginian,” “Four Feathers,” “Dance 
of Life” and “The Children,” pub- 
lished by Grosset & Dunlap, and 
“Dr, FuManchu” and ‘Sherlock 
Holmes,” published by A. L. Burt 


|& Company. 


Go to your drug stores and 
book stores and show them how 
THEY will benefit by a tie-up. 
Some of the above mentioned 
books are New Show World prod- 
ucts and with the forceful and 
concerted efforts devoted to the 
publicising of this product, the 
books are bound to be rapid sell- 
ers. TELL and YELL this to the 
drug store and bookstore proprie- 
tors. Make them, because of the 
advantages they will derive from 
the tie-up, foot the cost of print- 
ing theatre display cards, etc. to 
be placed on the book shelves. 
GET them to pay for an ad. in 
the local paper. MAKE them 
give prominence to your theatre 
name,. playdate, ete. Who will 
send in the first ad to PUBLIX 
OPINION? 


Jack Gault, publicity director of 
the Publix Portland Theatre in 
Portland, Oregon, has already 
successfully tied up with the chain 
drug stores of his city in the ex- 
ploitation of the books. 


\ 


THEATRES CHANGE NAME 


Effective September ist the 
name of the Burns Theatre, Col- 
orado Springs was changed to the 
Paramount Theatre. 


Effective September ist the 
name of the Majestic Theatre, 
Grand Junction was changed to 
the Mesa Theatre. 


PERSONAL INDORSEMENT 
CARDS 


Bob Kelley, of the Texas district 
office of Publix, used an old gag to 
good results on ‘“‘The Last of Mrs. 
Cheyney’ when that attraction 
played the Greater Palace in Dal- 
las. Bach member of the staff of 
the theatre were given 400 cards 
with their personal indorsement 
on it, after the picture was 
screened. These the staff passed 
out to their friends and business 
associates a week in advance. 

The copy used on the cards was 
very simple, just as if two persons 
were talking to each other, and 
looked more personal than a long- 


CO-OP AD Alb 
BOX OFFICE 


An extensive advertising ca 
paign on “Flying Fool” Promo 
by Harold Kayes, manager of ; 
Publix Bijou Theatre in Bang, 
Me., took the town by storm, x... 
es sold the Bangor Commerg,) 
the town paper, and nine op, 
merchants on the idea of spongo., 
ing an aeroplane flight over th 
city. On the day of the flight th 
nine merchants bought a ©O-op¢y 
ative page tying in with the sho, 
ing of the picture at the Bijoy, 

While the flight was in pro, 
ress, twenty-five copies of ¢, 
newspaper were dropped oye, 
board. Nine of these papers con 
tained marked advertisemen; 
which entitled the finders ¢, 
prizes from the merchants wh, 
had inserted them. Of course th, 
marked advertisements were thog 
on the co-operative page. The pg 
per conducted publicity stories , 
the stunt one week in advange. 
and also carried teaser ads j 
their columns. : 


WEST WILL STAR 
IN CHRISTIE PLA 


Buster West, well known ru} 
berlegged sailor dancer from thi 
George White’s ‘Scandals’ an 
vaudeville, with his partner, Joh; 
West, will be featured in a Chris- 
tie Talking Play for the Para. 
mount current program. 

The picture is “The Dancin; 
Gob,” based on a story by Vernor 
Smith, and will combine a comed 


It will open with the team doing 
their famous act and will cove 


teal gobs of the fleet. 


West will be surrounded by at 
elaborate singing and dancin 


own specialty numbers. 


NOVEL ANNIVERSARY S' 


Manager M. A. Baker celebrat 
ed. the first anniversary of th 
Colfax Theatre in South Ben 
Indiana,. by offering a $10 bam 
account to each child born 0 
August 4th, the anniversary dé 
of this theatre, thru the loca 
paper. In addition, a $5 accoul 
was started for every child bo 


winded sales argument would have|in South Bend on August 4, 192 


done through the same medium. 


WRITE NEAREST 


A month before you play Mora 
distributor for Columbia for helps. 


the actual day the theatre opené 


MAN FOR TIEUP 


n and Mack picture write to zone | 
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New Orleans, Ln.. Columbin Phono. Co.; 517 Canal St. 
2 . JOBBERS: 
Chicago, Il., W. W. Kimball Co., 306 So. Wabash Ave. 


Denver, Colo., Columbian Stores Co., 1 
Salt Lake City, Columbia Stores Co., 


Oklahoma City, Harbour-Longmire Co., 418 W. Main St. 


Des Moines, Ia., Blish. 112—iith St. 


Minneapolis; Kern-O’Nefll Co., 18 North 

Lincoln, Nebr., Lincoln Fixture & Sa Ge st 
Memphis, Tenn., Radio Sales Co., 483 S. Main St. 
Kansans City, Mo., Sterling Radio Co., 1515.Grand Ave. 


Tampa. Fla., ‘Tampa Hardware Co., 


731 California) St. (C. A. Delzell) 
221 So. West Temple (D. H. Dels' 


OFFERED IN EXPLANATION 
OF EXPERIENCED PRACTICE 


A letter a pee ccuve criticism of display 
, cities off a Publix western division, whi r “4 
sby Lem Stewart, ‘has been heartily ee by Mr awe Kh =a 
eis that it be made available to everyone in Publix whe ie 
thing to do with advertising. oo peas 
pUBLIX .OPINION | there- 
js reprinting the letter, with 
names of the cities and thea- 
; undeleted, since the correc- 
ns suggested by Mr. Stewart 
, find wide application in 
yes Of Publix towns., Instead 
slame attaching to anyone, the 
jdent is displayed as another 
fication of the general helpful- 
that is possible to all within 
blix, when typical theatre 
sblems can be laid before 
eryone and dissected under cli- 


al gaze. Mr. Cumings and 
theatres have opened the way 
opening a discussion that will 
eatly benefit the company in 
ery city where Mr. Stewart’s re- 
ks are carefully read and con- 
Jered. 
“The information contained in 
ft, Stewart’s communication is 
out the most sensible: line of ad- 
rtising talk I have seen in a long 
me,’ said Mr. Katz. “I con- 
tulate Mr. Stewart upon the 
Jendid material contained in his 
er, and I am sure that if this 
e of reasoning could be fol- 
med up by everybody, our busi- 
3% would be much better off for 
I think a letter of this kind 
jould be available to everyone in 
 circuit.’’ 
With this in mind, PUBLIX 
INION presents Mr. Stewart’s 
ter, together with a portion of 
e peplay-ad that is under dis- 
ssion. : 
Stewart's Leiter. 
"The recommendation is that 
theatres in your city imme- 
tely take steps to improve the 
le of the display ads and small- 
ads for the Paramount Thea- 
2. But as a matter of fact, this 
Me recommendation applies in 
leral respects to Des Moines 
d Strand Theatres. And what 
& writer may say, applies also 
4 general fashion to much of 
© newspaper advertising in 
maha, 
‘At the outset, permit me to say 
at it is almost humanly impos- 
le to treat the subject of the 
er construction of newspaper 
Yertisements satisfactorily by 
'respondence, without being 
Understood. The subject be- 
Mes all the more difficult when 
€ writer has considerable reason 
elieve, that the men who ac- 
ally make up these difficult-to- 
al-displays, give every evidence 
cking “advertising aptitudes,” 
1 4n appreciation of the funda- 
tals of good construction and 
ag And it is only fair that 
Hess We are directing men who 
Ye some: appreciation By form 
order, any recommendations 


ads for theatres in 


_ Lem Stewart’s letter this 
ts supposed to be Clara Bow. 


fancy. The Advertising Depart- 

ment always strives to restrict 

its comments to these basic 

principles. 

The general fault with the ad- 
vertisements which inspired this 
letter is; they are all entirely too 
similar in style, hence too similar 
in appearance (our theatres and 
our competitors). The style of 
each ad represents an unsuitable 
technique for the facilities of 
newspaper reproduction. The re- 
sult is crowded, monotonous-look- 
ing newspaper pages of the type 
which the reader passes by hur- 
riedly. Unsightly confusion which 
repels the. vision. Generally speak- 
ing, the ads of the Des Moines 
Theatre are more practical than 
the advertisements of the ae 
mount. ‘Obviously because yy e 
Des. Moines Theatre advertise- 
ore orderly than the 


ad ' ments are m 
ire y peer of us are likely to ads of the Paramount. a 
ie futile, advertisements of the Stran 


be condemned on 
tical of all reasons, 


‘e ads, the Des 
the Strand Theatr and the Para- 


P ads 
Moines eer so arranged that 
ightly in ap- 
ed difficult 
easonably 


Before attempting to point out 
“cifically what is wrong, I wish 
‘ality what I shall say with 
following statement. 
€ majority of people will 
‘omment to you about newspa- 
“i advertising on a basis of 
oa Dergonal.likes and dislikes. 
dvertising Departmen 
Mun NOT do that, There are 
i ttain basic principles for effi- 
q ia printed advertisements, 
aa if these are violated, our 
Day cannot earn their way and 
se a profit, regardless of 
fether the resultant ad hap- 
ly . Please, or happens not 
Please someone's personal 


atre can also 
the most prac 


they ar 
pearance, 
to read. 


tres can be eV 
that they 
And in this regard 
to note, that me 
vertisements 0° 
are easier to read ee Ty 
and they are more 818 F 


the larger displays. 


easy 
it is interesting 
yery small ad- 
our managers 
grasp, 
than 
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“AN EMERY WHEEL 


HARPEN YOUR 2 
: SELLING-WITS!” 
= That’s What John F. 
Barry Calls ‘“PUBLIX 
- OPINION” in wring 
everyone’ to read it care- 
ully. 
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THIS AD DREW CRITICISM 


page was inspired by this drawing which 
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|}portions which are displeasing in 


our advertisement at least read- 
able, it would not hurt to start 
from scratch, and try some adver- 
tisements 


‘DAN 


A ve 


‘Af XG WANUFACTURE OUR yy, 


J am writing, in fear that you 
may misunderstand the ‘motive of 
everything I have had to say in 
this letter. I want to assure you 
that the thoughts I am trying to 
give your advertising men are 
within reason. Therefore, first 
and foremost, your advertising 
men and other advertising men 
should realize that the optic nerve 
and the muscles which control it 
are the most delicate in the entire 
human system. This is an im- 
portant but minor fact, which 
having been observed by those 
who control the destinies of the 
advertising pages of a magazine 
like the Saturday Evening Post, 
has enabled that weekly publica- 
tion over a period of five or six 
years, to build up the value of 
pages in The Post from $2,000 
a page to $8,000 a page. 

There is another thought which 
I believe will be helpful to you. 
The majority of people who read 
the papers do not have trained in- 
tellects, though they may be in- 
telligent. You have -often heard 
the claim that the average the- 
atre-goer has the intelligence of 
a child of 14 years. If such knowl- 
edge is reliable, why not capitalize 
on the facts. Turn to the school 
books and literature that is pub- 
lished for children and intelli- 
gences that are not trained.. You 
will find that in such publications 
simple, forceful illustrations are 
used. Copy is direct and not in- 
volved. Type is clean-cut and 
large. As a matter of fact, noth- 
ing smaller than 12 point type is 
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Omaha that are as direct and 
advertisements in Greeley. 

thing for Omaha and Des Moines 
white margin; that is, the use of 


outside border of advertisements.. 
I recommend that every. one in 


DIS 


used. And nothing is presented in 
a confused fashion. 

But unfortunately we cannot 
buy enough space to publish our 
advertising messages in type that 
is not smaller than 12-point. We 
can however, practice the law of 
simplicity in an effort to get 
across simple messages to the 
simple-minded. We can arrange 
our advertisements in an orderly 
fashion, and we can discard the 


favor of those which are pleas- 
ing. 

Let’s do these things quickly in 
your district. 

I am going to enclose a page 
from the Greeley Tribune, a little 
town of 15,000, where the rates 
are only 35c an inch. I do not 
think that the advertisements in 
Des Moines should eventually be 
as extremely simple as those ads 
illustrated in enclosure ‘Z.’ 

However, to reform the adver- 
tising in Des Moines, and to make 


in Des Moines and 
forceful as the lay-outs of these 

Incidentally, it would be a good 
to observe the practice of the 


¥% inch, % inch or % inch white 
margin entirely surrounding the 


Des Moines and Omaha who has 


any thing to do with advertising 


should study the advertising sec- 
tions of our Manuals continuous- 
ly. Not with the idea of using 
the Manual ads exactly as they 


are presented, but, with the idea 


of taking advantage of the oppor- 
tunity which prevails through ac- 
cess to the Manuals, to study form 
and order, continuity and‘ typo-. 
graphy. And really, Mr. Cum- 
mings, it is beyond me to appre- 
ciate how any advertising man 
with access to all the advertising 
aids that are sent out by the Pa- 
ramount and Publix organiza- 
tions, can continue to turn out 
cross-word puzzles that masquer- 
ade as display ads, using for pur- 
pose of illustration, the ads at- 
tached. to this letter.’’ 

Why? 

Because in comparison 
smaller ads are orderly. 

And so at once you have a very 
definite clue to help you to direct 
the men who do this work, to turn 
out more profitable and coherent 
ads, and’that clue is to insist upon 
orderliness. 

Speaking as briefly as possible 
about ORDERLINESS, your men 
will find that advertisements can 
be arranged in a much: more or- 
derly fashion, if the tendency is 
to arrange ads in a rectangle that 
is higher than it is wide. Prefer- 
ably a rectangle that has the ratio 
of 8x5. ORDERLINESS further 
dictates that a conglomeration of 
type faces had better not be used 
in a single advertisement. Let the 
advertiser use two styles of type 
faces if he must. He must bear 
in mind that one style of type face 
furnishes eight varieties—italics 
and straight, bold and lightface, 
extended and condensed, caps and 
small letters. If your advertising 
man is dealing with Cheltenham 
type he has one style which gives 
him eight varieties. If he incor- 
porates Gothic type into his ad- 
vertisements, this also gives him 
eight more varieties, 16 varieties 
in all. I mention this because I 
see an advertisement for one of 
your theatres, in which I can count 
at least four different kinds of 
types used. No wonder the: ad is 
disorderly or unharmonious in ap- 
pearance, 

ORDERLINESS is an advertise- 
ment brings us once more to the 
importance of continuity in an ad- 
vertisement. Continuity in an ad- 


the 


vertisement means that just like 
this letter, or just like any reader 
in a newspaper, an advertisement, 
if you want 90% of the people to 
read it, must have a definite begin- 
ning and a definite end. That is, 


a place in the ad which invites the 
eye to start reading, and a place 
in the ad to stop reading. 


And this law of continuity fur- 
ther dictates that in that portion 
of the advertisement where you 
talk about the theatre, mention 
the theatre’s name, and all facts 
that pertain to the theatre, such 
as prices, starting hours, address, 
ete., ete. In that portion of the 
ad where you talk about stage 
shows, talk about stage shows and 
nothing else. In that portion of 
the ad where you talk about the. 
featured picture, talk about the 
picture and nothing else. And in 
that portion of the ad where you 
talk about short subjects, handle 
this subject and no other subject. 
; It does not matter what rota- 
tion these various divisions are 
arranged in, as long as they are 
arranged in an orderly fashion, so 
that the human eye will cover one 
subject after another, as it scans 
the advertiscment. 

Now I will give you another 
principle of better advertising. It 
is based on the fact that light- 
faced type can be read much more 
readily than ‘bold-face type, and 
that straight type can be read 
much more readily than italics. 
Hence the advertiser should re- 
serve bold-faced type and italics 
for names, catch-lines and copy 
that has to be emphasized, and he 
should use light-faced type for all 
else. 

Now I mention these principles 
of g00d advertising to you, bear- 
ing in mind that the advertising 
of the Paramount Theatre, Des 
Moines, violates every one of 
them. In addition this ad lacks 
good taste in proportions, and at 
unfortunately has no ‘focal 
point.” I hate to mention this 
last term, because I wonder if the 
man who did this ad for your 
operation, will comprehend what 
we mean. Please study this ad- 
vertisement. I want you to notice 
that it has no beginning and no 
end; that since everything is em- 
phasized with grotesque  bold- 
faced type, nothing in the ad 
makes a definite impression. 

Permit me to emphasize that 
the human eye is unfortunately 
not so adjusted physically that 
it can skip from the left-hand side 
of an advertisement to read a 
comment about “If We Owned 
this Newspaper,’’ to the right- 
hand side of the advertisement to 
read about “‘The Coolest Spot in 
Town,’ Ete. If you want these 
and other important facts read, 
they must be given in continuity 
and-in orderly fashion. 

And now I am reminded of an- 
other principle of salesmanship, 
merchandising and advertising. 
which must be borne in mind at 
all times. Never publish an illu- 
stration of a star, unless that illu- 
stration is a likeness. Better yet, 
don’t publish the illustration un- 
less it glorifies the personality you 
are trying to sell. 


I refer especially to the adver- 
tisement which shows a sketch of 
“Clara Bow,” an ad which I will 
illustrate, coincident with this 


letter. 

Clara Bow has a reputation as 
a screen personality, as you will 
admit, more because of her shape- 
ly figure, thar her face.. Any - 
printed matter whose purpose is 
to sell Clara Bow, must not only 
do’ justice to the star’s pleasing 
characteristics —- her appearance 
should be and must be glorified. 
Look at the scrawny ‘sketch of 
Clara, take a glance at Clara's fig- 
ure. Get your advertising man to 
ask himself — ‘Why should this 
sketch sell any tickets, and would 
anybody In the studios undertake to 
make a star of Clara Bow, if her 
first introduction to the producing 
companies was a sketch of herself 
that looked as unsightly as the one 
In this ad?” 


I am not worried about the price 
that is paid for the space in which 
these unsightly advertisements are 
published, half as much as I am 
worried about the anportuniiies: you 
are losing to sell Lindy Coons, ice 
White, in “Broadway Babies,” and 
other admirable things on your the- 
atre program. 
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CAN YOU PLANT 
THIS STORY 
TODAY? | 


Another confirmation of the 
many ‘statements issued by 
leading child specialists, psy- 
chiatrists and the like, who 
have lauded motion pictures, 
was issued in New Haven, 
Conn., on September 3, by Dr. 
Phyllis Blanchard, psychologist 
of the Philadelphia Child Guid- 
ance Clinic. This story was 
picked up by. the Associated 
Press and clipped from the Bos- 
ton Post by J. N. Snider, mana- 
ger of the Publix Paramount 
Theatre in Newton, Mass. Dr. 
Blanchard said: ‘Numerous 
studies made by scientists have 
failed to establish any appreci- 
able contribution to delinquen- 
cy from motion pictures, but 
we do find the motion picture 
to be helpful in many ways. It 
affords healthy escape from 
drabness, to adult and child 
alike. It is a definite Ameri- 
canization aid to the children 
of immigrants.” 

Acticles of this character, 
planted in your Jocal paper, will 
aid in counteracting the effects 
of those who bemoan the mo- 
tion picture industry as a curse, 
rather than an asset to the 
community. Get your local 
physician or educational super- 
visor to attend a preview of a 
New Show World picture, then 
have him interviewed by a 
friendly reporter from one of 
the local newspapers, asking 
him to state the educational 
and moral benefits derived from 
motion pictures. See that pho- 
tographs and stories concerning 
the interview are easily avail- 
able, which will doubtless re- 
sult in prominent position in 
the local newspaper. Send clip- 
pings to PUBLIX OPINION so 
‘that we can show the rest of 
the circuit what you did. 


FIRE EQUIPMENT STORY 

The Publix Florida Theatre ob- 
tained a three-column photo and 
story in the local paper, telling 
and showing how the theatre is 
well equipped to combat any fire 
hazards. 


MTC 
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Broadway, the world’s 
capital of the show business, 
gives credit for an unlimited 
number of ‘‘firsts’’ in theat- 
rical innovation to Publix. 

Publix, however, is still 
unable to compare its opera- 
tions in New York with those 
of Chicago, because in the 
latter city it has ffve major 
theatres in the Loop and 
nearly 40 in outlying dis- 
tricts, of which at least four 
districts have theatres that 
compare favorably to those 
in the loop. 

Broadway's present repre- 
sentation of Publix theatres 
ineludes only the Para- 
mount, Rivoli, Rialto, Cri- 
terion and Brooklyn-Para- 
mount. 

These theatres, particular- 
ly the twin. Paramounts, 
were the first to bring inno- 
vations to Broadway that 
won instant popularity. 

First to have midnight 
shows, morning matinees 
starting at 10:30 a. m., with 
a special low price; refriger- 
ation plants; no tipping; 
courteous house staff serv- 
ice; one price for all seats; 
bargain matinees; feature 
organists; magnascopic 
screen; stage-bands; mas- 
ters-of-ceremony, and first to 
have Saturday openings; re- 
duced prices on week days, 
and non-peak attendance 
hours. 

In addition, Paramount 
was the first company to use 
electric signs of gigantic size 
to advertise an attraction. 
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THIS HELPS THE BOX- OFFICE: 


The cold marble elegance of the beautiful Publix Tennessee Theatre, Knoxville, was turned into a box . 


office inspiration and a standing tantalizing invitation to°see future pictures by City Manager W. E. Drumbar 
and his staff by the cut-outs and “art”, shown here. Neate ih : % r 
Excellent results are reported from these attention-grdbbers and curiosity ticklers, all in keeping with the 


dignified beauty of the theatre. 


STERLING TALKIE 
GETS GREAT CAST 


Bert Roach, Will King, and 
Natalie Joyce have been stgned by 
Al Christie to appear with Ford 
Sterling in “The Fatal Forceps” 
by C. L. V. Duffy, which will be 
the next of the Christie Talking 
Plays for Paramount to go ‘into 
production. William Watson, who 
just directed Louise Fazenda in 
“Faro Nell, or In Old California,”’ 
will direct Sterling and the oth- 
ers in this comedy. 

In the comédy story Sterling 
will appear as the sleépless den- 
tist]| who is on trial for his life; 
Roach will play the saxophone 
player, and Will King, the bass 
drum manufacturer. Charles Cad- 
wallader, Christie art director, has 
furnished a novelty in designing 
a futuristic courtroom in which 
pare of this travesty will be play- 
ed. 


COMMENDS PUBLIX SERVICE 


Manager George B. Peck of the 
Publix-Victory Theatre, Tampa, 
Fla., is the recipient of a very 
flattering letter from one of his 
patrons who became suddenly ill 
while at the theatre. In thanking 
Manager Peck for the unusual at- 
tention which was accorded him, 
the patron wrote: ‘‘No man could 
have been more considerate than 
Mr. Hicks (one of the ushers) and 
his idea of service as expressed by 
the Publix Theatres made a new 
meaning of the word ‘Service’.” 
This is only one of hundreds of let- 
ters like it which come pouring in 
every week to Publix theatres all 
over the country. 


FILM TAKES ENCORE 


Joe Koehler, of the L. Marcus 
Enterprises, reports the only case 
on record of a film taking an en- 
core when the Paramount screen 
song, ‘Yankee Doodle Boy’’ made 
such a hit with the audience that 
they were compelled to stop the 
feature, rewind and show the 
screen song-over. The song was 
played with “White Shadows Of 
The South Sea.” 


COOL AND INVITING! 
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By contacting the Frigidaire Company, Manager Lawrence I. Bearg, 
of the Publix Scollay Sq. Olympia Theatre, had that company install 
one of their ‘machines in front of the box-office free. Display cards, 
changed every week, vaunt the coolness of.the theatre. The card in 
the picture reads: “$250,000 INVESTED IN SCOLLAY SQUARE 
THEATRE COOLING PLANT!” 


This display attracted more attention to the front of the theatre 
than any thing of a similar nature éver attempted. 


STARTS BALL, 


ROLLING IN. 
NEW ERA 


George D. Tyson and his agp 
ciates of the Publix-Skoura,) 
forces effectively launched an aa 
cellent contest on “New Show 
World” picture stars. Getting tha 
“jump on the crowd” Tyson stay_ 
ed his ‘‘New Show World” Contes 


paign through September, thug 


gained by an early start. 

Talking pictures, havin } 
brought to the fore so many no A} 
stars, Tyson was prompted to j,_, 
troduce a newspaper identifieg 4 
tion contest, which netted him. 
one, two and three column storj, 
in the pages of the local newspa. 
per for an entire week. 4 


Every day, for, five days td 
newspaper reproduced six ‘Photos 
of stars-who would appear in coll 
ing attractions at the Publix Th. 
diana and Circle theatres. Wh, 
the thirty photos, all numbereg 
were identified by the contestant,” 
they were to be mailed, with 4 
fifty word essay Stating why they 
liked one star of the series best. 
to the New Show World Bditor of 
the newspaper. All of this fre 
publicity was obtained for $60 jy 
prize money and a few passes, ig. 
sued to rumner-ups. Thousandg 
of newspaper readers and patrong 
of the Publix Indiana and Cirela 
theatres participated in this con 


< 


. test. 


In order to complete the intr, 
duction of fhe “‘New Show World’ 
to the people of Indiana, Mr. Ty, 
son, manager of the Publix In. 
diana, covered his -entire lobby 
with a beaver board backing and 
designed it on the.order of th 
Paramount ads in the Paramount 
Year Book, with futuristic effec 
and drawings of Paramount stars 
The ceiling in the lobby was deen 
rated, also in a futuristic fashion, 
with satin. The entire*lobby dis- 
play cost $150 exclusive of the a 
work, which was done very color 
fully and artistically by the thea 
tre staff artists, James Minter an 
Hurley, Ashby, as can be seen i 
the layout in the adjoining col 
umn. The colorful lobby was 0 
display for an entire month an 
contributed a great deal toward 
successfully campaigning th 
“New Show World.” 


MICKEY FINN, 
POETIC SOUL, — 
GOES MODERN 


Among the things that pop 
into mind on a hot day,’’ remar 
Mickey Finn,” is the thought that 
architects should have been ail 
minded when the fad for Bune 
pheric theatres began. Then on@ 
could lean back and to the strains 
of canned) music and S008: 
dreamily contemplate the syath 
etic sky overhead, twinkling with 
mazdas and framed in manufae 
tured trees where stuffed doves 
are glued in the-poise of fis); 
Too bad a few shadowy “zePP 
and airplanes can’t be added | 
the motion-picture ~ clouds 
cross and re-cross the ceiling 
Maybe it could be arranged: — 
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MELBA HAS “DATE NIGHT || 


of the | 
Dallas: , 
day’! 


George Baker, manager 
Publix Melba Theatre in 
Texas, has dedicated Wednes ) 
night to the boy and girl frien 
A tie-up was made with 2 10 
ice cream manufacturer to fur nis 
“Melba Slices” on that night. i, 
firm also ran ads on the St.) 
Window display was secure the 
prominent locations, telline 1) 
boy friend “that he would be"), 
to get the girl friend easier = r 
wore one of Blank’s cravals. 
brought her so and s0’s Lor rad 
for ‘Date Night’ at the Publix de 
ba.” A tie-up has also bee? 
with a sandwich firm. 


LK 
PLANT THIS IN’ 


YOUR LOCAL. 
PAPERS 


Get this story, retyped a 
alized. Then “plant” it in all) 
ai your local daily and weekly 
jyblications. Please paste clip- 
Fags on a sheet of paper, with | 
‘our name, theatre name and 
ate and name of paper. - Mail 
me to the editor of PUBLIX 


(PINION, so that a list of |” 


those who complied, may be com- 

‘led and forwarded with the 
dippings, for the cognizance of 
the Home Office Executive Cabi- 


New York City—Broadway 
no longer sets the fashion in 
things theatrical for the rest 
of the world. The fashions 
start in (name your town) 
and towns of similar enter- 
tainment sources, and then 
filter into Broadway, accord- 
jng to Sam Katz, head of 
Publix Theatres Corporation, 
which operates 1,200 theatres 
all over the United States. 

In support of the _ state- 
ment, Mr. Katz points to the 
fact that every big show on 
Broadway today, and those 
scheduled to open soon, are 
made up. of stars, acts, and 
artists recruited from the 
tanks of those who started 
jn the smaller cities. On 
Broadway, every big show 
has from two to ten of its 
outstanding hits, contributed 


started on their way to fame 
by audiences in Publix Thea- 
tres. Here are a few of the 
former Publix stage stars 
now in big Broadway hit 
shows 

In Ziegfeld’s ‘‘Whoopee”’ 
you find Ruth Etting, Eddie 
Cantor; in Earl Carroll’s 
“Sketchbook”’ you see George 
Givot, Grace Dufaye and Pat- 
sy Kelly. Others who have 
trodden the stages of Publix 
theatres are: 


Stella Power, Jack Powell, 
Billie Gerber, Duffin & Draper, 
Lassiter Brothers, John Max- 
well, and Jerry Coe, all of 
John Murray Anderson’s Adl- 
manac; Marietta from George 
White’s Scandals; Cy Landry, 
Ray Bolger, and Gordon & 
King of You for me (now in 
rehearsal); Borral Minne- 
vitch of Good Boy (now play- 
in in Paris; Horton Spurr 
from Kid Boots (now playing 
Fanchon & Marco unit); Ar- 
thur Campbell and Eleanor 
Powell of Follow Thru; 
Ethel Norris from Rain or 
Shine; Ferral & Paul De- 
Wees, formerly of Night in 
Spain, now with Publix unit; 
Caits Bros., formerly of Ups 
a Daisy, now playing Loew 
vaudeville; Joe Penner, who 
played in the Jast Greenwich 
Village Follies, now with 
Publix unit; John Quinlan 
from Sky High, Willie How- 
ard show, now in Publix unit 
Hal Sherman, who played in 
x few Music Box Revues, 
opening soon for Publix; Val 
& Ernie Stanton from Billie. 
Now with Publix unit and 
Yaring's Pennsylvanians 
from Hello Yourself, now 
Playing Keith vaudeville. 
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GALVESTON THEATRE HEADS 


Effective August 31st Mr. Wally, 


In assumed the management of 
le Tremont Theatre, Galveston, 
"Neceeding Mr. F. J. Pattersor, 
Whose assignment will be forth- 
Coming, 


YOU pay back? Send us @ 
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PUBLIX OPINION is YOUR newspaper: 
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LONG HAIR—LONG PUBLICITY 
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stage sh Sie slightly different slant on the classifie 
ge Shows. This 80 inch ad wort ( 


dad stunt tl 

a s uit can be used by almost uny theatre using 
© get some extra publicity i h Weary Sonus twas free, and fine exploitation for an attraction. 5 
ning a classified ad for girls oe or te Michigan theatre's Third Anniversary (Detroit) the old idea of run- 
could have been en S was used. Ten girls to pose in an overture tableau were wanted. Of course, they 


: : gaged in th , . as 
use a classified ad e usual way but the Detroit publicity department had the production department 


hte Ee and put in the i a i 5 
Storiessht all the i he idew that only long-haired yirls were wanted. 


: papers in a city 
also carried photos 0 u dvance told of the scurcity of long-haired beauties in Detroit. 
promotional ad. 
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Hit-and-Fly Pilot 


levators Then consider the bos Held as Slayer|} 

jue to you of this fine modern: te Ton! i Perit) . 

Racylead belting nad central locaden (| se mek vu ba Z| When the Michigan Theatre planned a special stage tab- 
‘Any oiga walt Lerge ov wery paall. ia ener eer wi an aca Se | leau for its Third Anniversary Show this week, Eduard 
Ses Stat Raalty Co, Suits 1708 p/p Fees tay x} ‘Sa Se Werner needed ten beautiful girls, with long hair'prefer- 


red, for his production. 
The usual channels looked to for securing girls of the 


“ >| this ie tha od 

tryst Cusey binad. biSng Pee sad | thet broeght needed failed to produce. Therefore, what was more 
igjaring 32 nay Pameses soa | Ra ieeked gets type p x 

irewres ari | jo the Michigan Theatre natural than for Mr. Werner to turn to the. Want Ad 


columns of The Free Press for assistance. 


The little advertisement that you see reproduced at the 
left appeared JUST ONCE in The Free Press. Instead of 


~ TONIGHT-8 P. M. 
Free — LECTURE — Free 


Yt ST REST sewee 8 wringer 
“SUPER rec hpredlrenaee tl Sn See | the looked for scarcity of long-haired girls, Mr. Werner 


found himself surrounded by them. Scores replied to his 
call. 

Remember that the most difficult job you can ask a 
Want Ad to do, gets proper, prompt and low cost atten- 
tion any dayson anything, through Free Press Want Ad 
columns. 


SUPER MIND SCIENCE TEMPLE 
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16-Dey Excurtin via 
MICHIGAN CENTRAL 


Golng—September 13—11:45 p. m. 
September 14—All traina- i 
barping— 


eal 


Everybody worth edeertising to reads the clarified colamns of 
The Free Prevs. That's why ever; ope end Hind of went ls led 

sitle, elpeccertel advertisements. Try on oxy 
tima for whale bothering you. 


Free Press Want Ads Produce Best--Co 


LEARST-ZEPPELIN TRIP| Cigarette Tie-up Aids PAY ENVELOPES 


GOOD THEATRE TIE-UP ‘Thunder’ Exploitation 


Manager M. N. Hillyer of the 
Publix Princess Theatre in San 
Antonio, Texas, tied-up with the 
local representative of the Liggett 
and Meyers Tobacco Company, 
manufacturers of Chesterfield cig- 
arettes in exploiting “Thunder.” 
Arrangements were made whereby 
the tobacco company agreed to 
pay two-thirds of the cost of 1% 


James C. Furman, publicity di- 
rector of the Publix Rialto Thea- 
tre in New York, arranged with 
the Hearst newspaper office, to 
construct a 98 by 30 foot map 
atop the theatre, to show the prog- 
ress of the Graf Zeppelin during | 
he aes pee pepe] sia process cards and to furnish 
officials sent BHOLOR 2 r a window dresser and pay all win- | to 
theatre, along with stories, show- dow dressing expenses, using the 
ing the map and the lobby and theatre % sheet card as a center 

isplay “Dr. F - sce, in seventee 2 5 
Be aes ried cee cane store windows in the town. 
chu, 2) : 


|Rialto, to 200 Hearst publications 
[throughout the United States, 1n- 


cluding 38 Hearst dailies 


{dustrial plants, 


backs of their pay 


that the cigarette company declar- stand that they were 
ed that they would be glad to 


repeat on future pictures. 


i tre. 


! You get gags, 
ou won't owe anybody anything. 


letter a week and ¥ 


HELP SELL SHOW 


As a stimulation for the late 
matinee show.at the Publix Palace 
Theatre in Dallas, Texas, Ernest 
Morrison, manager, arranged with 
a score of local merchants and in- 
with large pay- 
rolls, for the imprinting of the 
envelopes, 


granting to employees the right 
purchase tickets at matinee 
prices, up to 6:30 in the evening. 
The regular matinee price closes 
at 6 p. m. and Morrison’s plant 
|was easy to sell to the merchants 
The comments were sO favorable }when they were given to under- 
getting a 
special concession from the thea- 


wr YOU PAY YOUR DEBTS 


ideas, hunches, tips, and news from it, via some other Publix showman. BUT what do 
If your contribution has value to other readers, they owe you. 
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ih 7 ON 
MECHANISM IN 
LOBBY IS 
BIG HIT 

A most novel and attractive 
|mechanical display to publicize 
Lon Chaney in ‘‘Thunder”’ at the 
Publix Princess Theatre in San 
Antonio, was conceived by M. N. 
Hillyer, manager; J. P. Perry, 
assistant manager and M. Perales, 
| projectionist. 

| Two small tables were placed 
|directly in front of the box office, 
|} on a line with the sidewalk, on 
| which was placed’ a complete min- 
iature railway. The display in- 


|cluded a 4” x 7” beaver board 
| Platform sketched out in scenic 
| 
! 


| designs, around which was laid 
jan oval track; miscellaneous set- 
pieces, a station, a bridge, lamps, 
etc., were fitted into the layout, 
j and a large de luxe Lionel Elec- 
tric train consisting of locomotive 
and 3 cars was placed in opera- 
tion, same being hooked on to a 
lamp socket in the lobby arch. 
| The star and title of the picture 
were displayed across the center 
of the board by the use of upright 
cut-out scenic mountains. which 
added materially to the atmos- 
phere of the lay-out. Stills from 
the regular exchange set were 
placed in the checker-board ef- 
fect on the platform. Across the 
front of the display was tacked 
a two-sheet panel carrying only 
the words ‘“‘Lon Chaney in ‘Thun- 
der’’’, and credit to the depart- 
ment store which loaned the 
mechanical toys. 

A line was run down. the front 
of the theatre from the booth and 
hooked on to a dynamic loud- 
speaker. The line was cut in on 


the, monitor circuit, and the entire 
sound score of the picture was 
the 


earried to the speaker in 
lobby. 


Remember This for 
Future Discussion 


According to figures com- 
piled by the Will Hays or-. 
ganization and recently re- 
ported in ‘‘Variety,’’ approxi- 
mately 71 million dollars an- 
nually is expended by the 
film interests every year for 
advertising purposes of all 
kinds. This figure apparent- 
ly is a most conservative es- 
timate, according to others 
who have attempted to reach 
an estimate. PUBLIX OPIN- 
ION finds that other sources 
of information indicate that 
100 million dollars annually 
spent for advertising, is 
more nearly the case. Over 
two thirds of this amount 
comes from the theatres and 
the other third from film 
producers and distributors. 
The 100 million is spent 
mostly for newspaper dis- 
play space. Only a little 
more than 10 per cent goes 
to cover all other forms of 


advertising, such as maga- 
zines, circulars, radio, bill- 


boards, ete. Since all this 
money comes directly from 
the public in testimonial en- 
dorsement of the popular 
price theatre, it furnishes a 
most vivid reply to those in- 
dividuals who attack the 
theatre to focus attention 
upon _ themselves. This 
wmount of money places the 
theatre’ fifth in the list of 
advertisers. General mer- 
chandise comes first; radio 
receivers, second; tobacco 
third; food products fourth; 
theatres, fifth; and automo- 
biles, sixth. 
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YOU ‘HAVE THE 
MERCHANDISE 
SELL IT! 


puerta 


Publix Theatres Corporation, Paramount Building, New York, Week of September 20th, 1929 


The Official Voice of Publix 


Aiublix 


Vol. Ill 


The new policy inaugurated by the MANAGERS’ SCHOOL of recruiting only from Publix personnel, and the high | 
rank attained by many school graduates should stimulate all in Publix to make themselves eligible for the splendid 


opportunities of advancement offered them. 


; 
—DAVID J. CHATKIN, General Director of Theatre Management, Publix Theatres Corp, | | 


“Leave no stone unturned to give Publix the 
high standing it holds in the world of theatres.” 


Publix D Opinian 
Published by and for the Press Representatives and Managera of 
PUBLIX THEATRES CORPORATION 
SAM KATZ, President 
A. M. Bortsrorp, Dr. Advertising . Benj. H. Srrxowicn, Editor 
‘J, Avssrt Hmscu, Associate Editor 


SELLING FUTURES! 


If it became necessary for an announcement to be made before 
your audience, you wouldn’t send an unkempt, gibbering idiot up 
on the platform to make the speech. 

You would go yourself, in your best bib and tucker, and you 
would speak in carefully chosen words, briefly, and convincingly. 
Before you stepped up, you would plan a, logical message. 

_ Such being the case, PUBLIX OPINION wants to repeat its 
oft voiced conviction abeut slipshod methods of ‘merchandising, 

Your daily: newspapers have-a‘circulation that usually totals at 
least half of the entére population of your trade-area. Nearly all 
of your potential patrons are newspaper, readers.. The audience of 
‘newspaper readers is the largest group possible for you to talk to 
every day. Because it is a matter of simple routine to insert! an 
ad,” some managers do so in a most perfunctory, and slipshod 
manner. If.these men could only imagine that the ad is really a re- 
flection of its creator’s brains, or lack of brains, as well as an indi- 
cation of an attitude, polite or impolite, toward the public, there 
would be a quick improvement in newspaper ads. 

Ads should sell. In order to sell, they must tell. Tell it briefly, 
but completely, convincingly and attractively, and you’ve done a 
good job. Typography, layout, contrasts, etc., offer the eye-appeal 
for your message. The real impression, however, is given by word 
selection. 

If ample thought, time, and careful preparation is given, your 
ads will be effective. If you think you can do an ad in ten minutes 
you have a greater opinion of your ability than all-of the ace-ad ex- 
perts:in Publix have of themselves. If you’re a ten-minute’ ad- 
writer, the chances are 1000-to-1 that your.ads are rotten and your 
theatre is consistently grossing considerably less than can be rea- 
sonably expected of it. 


WANTED—MANPOWER! 


Stressing once again the importance of Man Power in ‘the 
future development of Publix, Vice-President Sam Dembow, ‘Jr., 
calls attention to the following comments on the subject by Arthur 


James in Exhibitor’s Daily Review: 
. x x 

With mergers in fact, mergers in prospect and mergers in rumor, 
there are timid persons who. wonder what the future of the motion 
picture business is to be. In our opinion, the motion picturé busi- 
ness will continue in the uneven tenor of its way no matter how 
many large groups put great sums of money into it, and no matter 
where the control of the various contenders for supremacy may lie. 

* * x 

Greater than all the money in the picture business, in its es- 
sential relation to the business and business success, is manpower. 
A man can own 500 theatres, but he still has to have showmen who 
know how to run theatres if he is to be a success. 

* % od 

The show. business presents entertainment for the public. En- 
tertainment is not provided by a bankroll. Of course, it is provided 
by what a bankroll will buy, but that elusive something called 
talent is the thing on which all these groups will have to depend to 
get, the interest on their investment and to secure a profit. 

* €£© * 

No man in the picture business who knows his business has 
anything to worry about. As a matter of fact, under present con- 
ditions, there 15 every reason to believe that he ean make more 
money than he was able to make ten years ago before the pictures 
became really a big business. 

9 s n 

So long as talent is required and management is essential, man- 

power will be the factor in the picture business that is most in 


demand. 


SOUND 
TIPS 


From Publix. Department of 
Sound and Projection. 


HARRY RUBIN, Director 


BULLETIN No. 26 
The smaller tubes used in sound | 
reproduction sometimes have a 
teridency to a condition which is 
known as microphonic. 
That is, they act like real micro- 


trical vibration sound waves strik- 
ing them. 

This condition is due. probably 
to some loose mechanical connec- 
tion in the internal parts of the 
tube, allowing them to vibrate. 

Now the loudest noise in a pro- 
jection room usually is the noise 
of the projector mechanism. If|. 
this noise is picked up by the sys- 
tem it is well to start by changing 
tubes. . 

The 239 type tubes are the 
worst in this respect, due to the 
smallness and frailness of their 
Parts, but the 102 and even the’ 


found guilty. s 

If one projector is noisy and 
the other good it may be well to. 
reverse the tubes in the movie- 
tone amplifiers, putting the tubes 
of No. 1 in' No. 2 and vice versa. 

Sometimes tubes which are only 
maildly microphonie pick up some, 
but not all, of the machine noise, 
failing to give a faithful reproduc- 
tion of it and so making the trou- 
ble more difficult to recognize. 
Such tubes are called simply noisy, 
and the 102 type is generally the 
worst offender in this respect. 

The.shortest way of locating a 
microphonic tube is by substitu- 
tion. Changing tubes should al- 
ways be the first thing tried when 
the system develops inexplicable 
noises. The movietone amplifier is 
more likely to be causing this sort 
of trouble than any other, the 8B 
or 414A is more likely to ba fausing 
it than any other amplifier on the 
main amplifier rack and the first 
tube in an amplifier is more likely 
to be causing it than the second 
or third tubes. The -reason- of 
course is obvious, the more am- 
Dlification. there is behind. the 
noise, the louder the noise will be. 
If a tube has been found to be 
slightly microphonic it should net 
be used in the first stage of the 
amplifier but may possibly be 
used in second or third stage pro- 
vided no noise is noticeable. 


———— 
MEET ATTRACTS MANY 

Manager Claude Frederick of 
the Publix Capitol Theatre in 
Pittsfield, Mass., secured much 
free space in the local newspapers 
when he sponsored a marathon 
swimming meet. Notice in the 
newspapers was given to the event 
before and after the marathon. It 
might be too late to sponsor a 
swimming meet, hut how about a 
tennis tourney, or perhaps later, 
an ice skating tournament, etc. 
Send your clippings to PUBLIX 
OPINION. 
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THREE NEW THEATRES 

On September 28, Publix takes 
possession of the following thea- 
tres: Columbus Theatre, Colum- 
bus, Nebr.; Fremont Theatre, Fre- 
mont, Nebr.; and World Theatre, 
Kearney, Nebr. 

These theatres have been as- 
signed to Mr. A. L, Mayer's di- 
vision and the personnel setup will 
be forthcoming ag goon as a de- 
cision is reached. 


phones, they translate into ‘elec-| 


205 type have occasionally been|.- 


FILE THIS! IT WILL HELP PLAN PROGRAMS 


Watch Publix. Opinion for this service in every teauel Watch the 
trade papers for it, tool 


LENGTH OF FEATURES 


‘ Foot- 
Make age 
7358 
7740 
8800 
7368 


6965 
6320 


Record 


o. Subject 


Three Live Ghosts—9 reels (AT) United Art. 
Hearts in Exile—9 reels Nie ae ace 


Warner 
Wise Girls—11 reels (AT)....... MG. 
Frozen Justice—9 reels (AT)... 
A Most Immoral Lady—8s reels 
AT 
Diave Caves reels (AT) 
(AT)—AIl Talking: 


LENGTH OF TALKING SHORTS 
PARAMOUNT 


Fox 


ist Natl. 
Universal 


| 


97 
98 
99 


Jimmy Hussey—Uneas 
Roy Evans—St. Louis 
The Revellers . 
Dad's Day 
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WARNER 


761-762 Man Who Laughed Last............-.-- © 
UNITED ARTISTS 
Three Live Ghosts (Trailer) 


Paris Bound (Trailer).............. (viet otis ot 
- End of World 


¢ FITZPATRICK 
Spain, Travel Talk No. 2.......ccecccecccvece 


Length of Non-Synchronous Sho 


METRO 
Dealers in Babies (UFA) 
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FATTY? Ms Mh sGocnsocacdouncnGbeulecedodoce 


Review No; 860 pci ken conyers eae 


a 


PHONE MESSAGES 
IN RURAL 
TOWNS 


In Illinois it is possible to ar- 
range with rural telephone ex- 
changes to put-in an “Alarm 
Ring,’’ used only in great celebra- 
tions and emergencies, i.e. Arm- 
istice Day, fire, etc., for a cost of 
$1.25 per exchange. Madeline 
Woods. of the Publix Great States 
Advertising and Publicity depart- 
ment in Chicago, Ill., proposes that 
rural showmen use this means of 
advertising to good advantage, as 
in! “Thank You” week. The oper- 
ator rings this alarm on all phones 
on her exchange thus bringing the 
rural residents to the phone. The 
Operator, after receiving a few 
passes OF a- box of candy, will say: 
“Just ringing you to thank you on 
behalf of your Publix (your the- 
atre name) for ‘Thank You’ week 
starts today and your Publix (your 
theatre) is presenting some won- 
derful programs, such as (name 
your attractions) to show its ap- 
preciation of your patronage.” 

It is almost a certainty that the 
entire community wil] hear this 
message. If some don’t hear tte 
the word-of-mouth advertising will 
be so great that the country side 
will be fully aware of your mes- 
sage. : 


OLD TUNES PLUG FILM 

Manager Charles H. Amos 
broadcasted old tunes over the lo- 
cal radio station, in connection 
with the advertising of “River of 
Romance” playing at the Publix 
Imperial Theatre, Asheville, N. C., 
with announcements of the pic- 
ure. 


— SE eee 
WHALEN GETS AN IDEA 
The latest proof of the influence 

of the movies comes in the an- 

nouncement that Grover Whalen, 

Police Commissioner of New York 

City, has formed a Bpecial secret 

Service squad, the identity of its 

members being known only to him, 

who will live among the gangsters 
and become a part of them. This 
idea is said to have come to him 
after viewing the picture “ALIBI.” 


eee 
PAGE ONE NEWS-AD 

_A Page-one story in the Kansas 
City newspapers was obtained for 
the Royal. Theatre, merely be- 
Cause the manager had fore- 
thought to telephone to the edi- 
tors that Paramount Sound News- 
reel showed the complete scene of 
the T.A.T.  air-leviathan that 
crashed into a mountain, 
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AT YOUR 
NEW YORK 
THEATRES 
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HOLSBURG TO DAVENPORT WEEK OF SEPT. 20 


On September 15th Mr. H. B. 


THEATRE PICTURE 
sent, Manager of the Garden Paramount.......Paris Bount 
: ee re, Davenport, was replaced Rialto..... Bulldog Drummond 

y Mr. H. Holsburg, formerly as- Rivoli...... + +e. .Dance of Life 


sistant manager at the - 
mount-Waterloo. Mr. Roscoe 
new assignment will be for - 
ing shortly, Semcon 


B® klyn-Paramount 
Dance of Life 


Criterion (§2)..Four Feathers 
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